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This thesis presents a concept development for a social postal service where individual travelers 
and requesters, wanting items from their homelands, are brought together on a service plat-
form. Many people request their friends to bring items from their homeland or utilize traditional 
postal service which is usually costly. The social postal service concept fits in-between. The 
concept provides alternative means to the traditional postal or parcel service.  
 
The thesis is divided into five main sections – introduction, theoretical framework, empirical 
study, empirical results, and discussion & further study. The introduction chapter contains 
background information about postal service, sharing economy, the role of technology in shar-
ing economy and related themes. The chapter also mentions current market opportunities, 
research objectives and limitations. Theoretical framework discusses some of the service design 
methods which can be useful in the empirical study of the concept development. In empirical 
study, first brainstorming was performed for the selection of appropriate design tools, then, 
selected tools are used to gain users’ insights. Online survey was the main method used to 
gather the insights as survey can be used to reach a higher number of audiences within limited 
time and cost. The survey was backed by interviews, stakeholder map, and flow charts. SWOT 
analysis was performed to assert the current position of the concept. The study also analyzes 
current businesses practicing the social postal service concept. Survey results were first ana-
lyzed in the empirical results chapter and then based on the survey results customer journey 
maps, service blueprints, and a business model were created as part of concept development. 
The last chapter – discussion & further study – discusses some of the limitations and scope for 
further studies on the concept implementation. 
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1 Introduction 
 
This chapter presents necessary information to understand the basics of the social postal ser-
vice and motivation for the study. First, a short description of the traditional postal service, its 
high level process view, and classification of posts is presented. Second, a view on quality 
parameters for postal service is provided using Grönroos’ quality model (Grönroos C., 1984).  
Next, a short description of “On board courier” service is presented as this service is very 
closely related to the social postal service concept albeit a very costly and specialized service 
for mission critical shipments. Then, a definition of the sharing economy is presented in the 
next sub-topic followed by analysis of previous researches in the similar area and their relation 
to the current study. The next three sub-topics deal with the role of technology and internet 
in the sharing economy, description of multisided platform, and some important factors influ-
encing the sharing economy which either need to be enhanced (positive influencers) or need to 
be kept under control (negative influencers). Last two sub-topics – current market opportunities 
and research objectives - define the scope of the study. 
 
1.1 Traditional postal and parcel service 
 
All of us use postal service to send and receive letters and parcels. According to a report by 
Nera (2004), the traditional postal service provision structure has the following components: 
 
Collection -> Preparation -> Sorting -> Transport -> Sorting -> Delivery office -> Delivery 
 
Collection of mail items can happen by two methods: a) Collection from post boxes or post 
offices; b) bulk or individual item collection from the customer’s premises. After collection, 
the mail items are prepared by separating them into different streams - consisting of packets, 
large flats, standard letters, first/second class etc. Different streams then go for sorting. Sort-
ing is one of the key features of the post service. It usually happens twice. Once after collec-
tion, when letters and parcels are prepared for transportation termed as ‘outward sorting’ and 
again when the letters and parcels are prepared for delivery termed as ‘inward sorting’. This 
is the area where postal companies can reduce costs by automation. The transportation step 
takes sorted items to short and long distances and by all modes of transportation. Inward sorting 
prepares the mail items for delivery centers. After inward sorting, mail items are taken to the 
delivery centers from where items get delivered to residential and business customers. Final 
delivery can happen by foot, bicycle or car/van. (Nera, 2004) 
 
The member countries of the EU provide the following common services: 
 Residential and business letter mail such as large and small flat packets weighing a few 
hundred grams. 
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 Unaddressed mail services. Examples include advertising material from a local vendor 
or retail chain. 
 Parcels and express services includes box shaped packets usually consisting of some 
object. 
 Newspaper and periodical services. 
 Philatelic services. 
(Source: Nera, 2004) 
 
Post service can be divided into three categories (Ipsos Mori, 2012). 
 
1. Necessary post: Consists of mainly official letters. For example monthly bills, passport 
applications etc. Availability of online alternatives for official post continues to reduce 
necessary post.  
2. Nice post: Consists of letters, packages and parcels. For example greeting cards, per-
sonal correspondences, subscriptions, gifts, and online purchases. 
3. Everything else: Consists of mostly junk mail, catalogues, expired subscriptions and 
other unwanted newsletters. 
 
1.2 Postal service quality 
 
For successful development of service concepts and service models, the Service Quality concept 
or model should be defined as a pre-requisite. The service quality model describes how a service 
is perceived by the customers. Quality of service enables companies to compete in the market 
and to find the gaps between the perceived and expected quality of the service. (Grönroos C., 
1984) 
 
Due to the intangible nature of services, the service quality cannot be precisely defined. As 
services are performances instead of objects, it is difficult to understand how consumers per-
ceive services. Companies cannot control the quality of the service precisely compared to the 
quality of the physical products. The quality of the service varies from producer to producer, 
especially in high labor oriented services due to the heterogeneous nature of the services. It is 
difficult to control precisely what firms intend to deliver and what is actually delivered. Due 
to the co-creational nature of services, the client’s role may also become critical to the service 
quality. (A. Parasuraman, Valarie A. Zeithaml, Leonard L. Berry, 1985) 
 
Grönroos C., 1984, presented a service quality model which enables to find the gaps between 
perceived and expected service quality. A consumer perceives quality of service during the 
execution of it. She also builds expectation of service quality through advertising, field selling, 
price, word of mouth, previous experiences with the service etc. Grönroos argues that services 
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are products but with a high degree of consumer involvement. Therefore, product marketing 
research could also be applied to services marketing. He furthers the concept of product quality 
presented by Swan and Combs (Swan, J.E. and Combs, L.J., 1976) for service quality, and also 
produces empirical evidences showing that the model also works for service quality. According 
to the model the service quality can be divided into two main dimensions – Technical Quality, 
and Functional Quality. Technical quality is the “what” part of service. For example a school 
delivers education, a restaurant delivers food, and an airline service help people reaching far 
distances faster. Technical quality is more objective. Functional quality on the other hand is 
subjective. It is the “how” part of service – how a service is implemented and delivered. If we 
take airline service as an example, the airline’s services can be classified as full service, partial 
service, or no-frill service though all the service levels have the same basic objective.   
 
Postal service has many dimensions. There are also several different quality aspects depending 
upon which part of the postal process is looked at. Postal service involves collection, sorting, 
transport, and delivery. For postal service the following quality of service (QoS) dimensions can 
be derived. (Antonia et. al., 2003) 
 
 
Figure 1 QoS dimensions in postal services. Source: Antonia et. al., 2003 
 
According to the research, postal service customers (senders as well as receivers) may not be 
able to monitor the actual quality, and they have to trust the promises of the service providers. 
The reputation of the postal services in general and of postal operators in particular plays a 
key role for the users to decide on the use of the postal service. The most important dimensions 
effecting Quality of Service (QoS) are described in figure 1. The interaction of these dimensions 
results in a certain degree of QoS perceived by the customers.  
 
Each dimension should be addressed at each component of service delivery. For instance, Re-
liability, which implies avoiding loss and damage to the post item and controlling the transit 
time to meet the customer’s needs, should be addressed for all the process components from 
collection to delivery. Definitions of some of the dimensions are given below. 
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Loss and damage of mail 
Implies that post items are carefully treated and delivered to the destination. Usually, in case 
of ordinary post or parcel, the sender is not able to observe whether the post service is suc-
cessful or not. 
 
Transit or routing time  
It depends upon the postal service operator’s offerings. For example priority and non-priority 
services having different time objectives. Transit time is one of the important indicators of the 
reliable postal service for both operators and customers. In case of international post, the 
transit time performance usually depends upon more than one operator.   
 
Mode of collection 
Items can be collected into the post network by using street letter boxes, post offices, sorting 
centers. In less dense areas, the postman or mobile post office also accept letters and parcels.  
 
Location of the collection unit 
The location of the post office or letter boxes. Density of the collection units is usually in 
proportion with the population density.  
 
Time of collection  
There are two aspects of times. First is what are the opening hours of the post office and the 
second is what the latest collection time is for having next day delivery possible. 
  
Service quality of postal offices 
It includes waiting time, physical appearance, and politeness of the post office employees. 
 
Supply of information and access to information  
Concerns the interfaces between the postal user and the postal network. For example, custom-
ers are aware of clearance time of letter boxes, and post offices having information about the 
products, price structure and the postal codes.  
 
Frequency of delivery 
Implies how many times a day and how many days a week the service provider delivers the post 
at the destinations. The United Kingdom is the only country in the EU where posts are volun-
tarily delivered twice a day. In most of the European countries post is delivered six times a 
week including Saturday. The EU Directive requires a minimum frequency of delivery of five 
times a week.  
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Time of delivery 
Especially for business recipients an early delivery plays an important role. However, usually it 
is not guaranteed that the mail is delivered before midday. That is the reason why businesses 
often use P.O boxes where the mail is delivered early in the morning.  
 
Mode of delivery 
Usually there are two types of delivery: At the address and P.O. box delivery. 
 
Other aspects 
Customer care and complaints are important if there is a service failure. Some of the important 
questions in handling the complaints are: 
Is there a designated person or department to talk to? 
What is the response time? 
Are there any transparent procedures to handle complaints? 
 
The technical quality in the Grönroos model or the “What” part can be measured objectively. 
This is where the customer and the provider can agree on. In the postal service concept, the 
reliability of the delivery of the post is a technical aspect. (Jim Blythe, 2013, P. 329)  
 
  
Figure 2 Grönroos model for postal service 
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The reliability aspect of postal service should be covered by loss and damage to the post and 
the transit time dimensions as defined above. However, loss and damage is not measured by 
most of the postal services in the EU due to the higher cost of the monitoring (Antonia et. al., 
2003; P. 76). For the reliability aspect of postal service quality, time to delivery should be 
considered as a measurable technical quality dimension.  
 
Functional quality covers the ‘How’ part of service. It determines the quality of interactions 
before, during and after the execution of a service. For instance, before, during, or after jour-
ney experiences of a consumer with various staff like reservation counter, on board staff etc. 
The functional quality dimensions for postal service should be - Mode of collection, Location of 
the collection unit, Time of collection, Service quality of postal offices, Supply of information 
and access to information, Frequency of delivery, Time of delivery, Mode of delivery, and ef-
fective resolution of customer complaints.  
 
1.3 On board courier 
 
On board courier or air courier is a person who accompanies shipment in flight either as an 
employee of the courier company or as a freelancer in exchange for free or very cheap flight 
tickets. Though it is very costly and used only for time critical shipments where loss due to 
delay is often higher than the cost of sending the shipment by an on board courier. Companies 
evaluate the cost of an on board courier service with the cost the company will realize if the 
product does not arrive by the specified time. For example an assembly line stopping, an un-
timely court filing, missing a delivery deadline, or organ transplants require time criticality. 
(Wikipedia-2, 2015) On board courier can make custom clearance quicker instead of cargo sit-
ting in customs for days (Royal international, 2015). However, freelance air couriers are not so 
common after 9/11. According to an NBC news article (NBC  News, 2007) “Between new inter-
national trade agreements, post-9/11 air travel rules, and a surfeit of ways to find budget fares 
online, courier services are merely a barely surviving vestigial quirk of the old school of budget 
travel". However, companies like DHL (DHL – 2, 2015), http://www.onboardcourier.com, TNT 
(www.tnt.com/on-board-kurier) etc. still offer an on board courier service for specific needs 
as mentioned above. 
 
1.4 Sharing economy 
 
There are many resources on the web which try to define the sharing economy. Benita Matofska 
(Benita Matofska, 2015) defines the sharing economy as: 
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“The Sharing Economy is a socio-economic ecosystem built around the sharing of human and 
physical resources. It includes the shared creation, production, distribution, trade and con-
sumption of goods and services by different people and organisations.” 
 
The sharing economy is a subset of peer-to-peer business. Consider eBay and craigslist, they 
both enable peer-to-peer business by matching individuals who are in need and who have spare 
items to offer. Neither eBay nor craigslist are considered as enabling the sharing economy as 
they both mainly enable selling from individuals. Craigslist enables renting of real estate, how-
ever, it acts as an advertisement platform than a sharing economy business. Neither eBay nor 
craigslist are fully designed for short term sharing of the objects. 
 
In simple terms, when two or more persons are involved in sharing some resource directly, 
instead of purchasing one, the phenomenon in general is called “sharing economy”, “asset-light 
lifestyle”, “collaborative economy”, “peer economy”, “access economy”, “peer-to-peer 
rental”, “peer-to-peer business” (The Economist, Technology quarterly Q1 2013). The three 
main driving factors of the sharing economy are – 1. Economics - for more efficient and flexible 
usage of resources, 2. Environment - for sustainable use of resources, and 3. Community - for 
deeper social and personal connections among people (Rachel Botsman, 2010). 
 
1.5 Previous researches on sharing economy and digital service design 
 
There are many research and business papers published on digital service design and the sharing 
economy. Some of the works, which apply service design methodology, are found to be useful 
to further advance in development of the topic listed in table 1.  
 
Author, Year Thesis topic, institution 
Katherine Schulist, 2012 Collaborative consumption: A new form of consumption in a 
changing economy, Cameron School of Business 
Samuel Nadler, 2014 The Sharing Economy: What is it and where is it going? MIT Sloan 
School Of Management 
Minna Koskelo, 2013 Service Design as an approach for recognizing blue ocean, Laurea 
university of applied sciences  
Katie Finley, 2013 Trust in the Sharing Economy: An Exploratory Study, University 
of Warwick 
Georgios Zervas, Davide 
Proserpio, John W. Byers, 
2015 
The Rise of the Sharing Economy: Estimating the Impact of Airbnb 
on the Hotel Industry, Boston University 
Table 1 Previous researches useful for the study 
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Katherine Schulist (2012) thesis on collaborative consumption aims to find out whether or not 
macroeconomic factors such as economic downturn, government regulations and policies, can 
influence the consumer behavior to shift towards the collaborative consumption. Is it money 
which is the most decisive factor for collaborative consumption? The thesis is very relevant to 
social postal service concept as the concept is also based on collaborative consumption. The 
research questions in the thesis are limited to online services to rent out space to stay such as 
Airbnb.com and to exchange utility tools such as snapgoods.com. In her research survey re-
spondents were asked whether their decision to be with collaborative consumption would be 
dependent upon their income levels. For example - do they chose to move on collaborative 
consumption either as guest to save money on renting temporary space or as hosts in order to 
gain some profit if their income decrease. Author further checks what respondents would 
choose if money is not a concern? She concludes in her thesis that the concept of the sharing 
economy may not be sustainable in the long term. She argues that there are various other 
factors which negatively influence the decision to change to collaborative consumption. One of 
the most important factor influencing collaborative consumption negatively was trust. How-
ever, she showed that the situation on trust building is improving due to brand building, online 
rating systems, and certifications by third party companies. Privacy is another negatively influ-
encing factor for collaborative consumption. She also argues that changing consumer’s behavior 
is a slow process. Change in consumer behavior also requires many other influencers other than 
economic down time. One of them is government’s way to measure economic success. Tradi-
tional ways as gross domestic product does not consider the economic gains from the sharing 
economy. According to Schulist, if someone borrows power washer instead of buying one, the 
gross domestic product for that day would be less. The thesis conclusion does not favor sustain-
ability of the sharing economy in the immediate future due to its dependency on economic 
situation and negatively influencing factors like trust and privacy. 
 
On the other hand Samuel Nadler (2014) points out that economic downtime is one of the in-
fluencing factor which act on the sharing economy positively, but it is not the only factor. For 
instance, the sharing economy alleviate the burden of the ownership. An asset not used in its 
lifetime is waste of resources. The sharing economy creates more opportunities for additional 
earnings to the providers and savings to the consumers. Samuel argues that with the sharing 
economy model, businesses get feedbacks from their consumers more often as compared to the 
traditional businesses. This is possible as the sharing economy customers have direct delivery 
channels instead of dealers and distributers in the traditional businesses. Direct feedback ena-
bles a sharing economy based business to improve and customize its services. The direct feed-
back and also improves customer loyalty. Samuel’s work suggests similar influencing factors on 
the downside of the sharing economy as suggested in Katherine Schulist (2012) work. According 
to the Samuel’s work, the major obstacles to the sharing economy are – Law and regulations, 
lack of trust, difficulty in measuring the sharing economy in the traditional economic terms like 
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GDP. Samuel also points out a new factor – imbalance of supply and demand - which can be 
potential obstacle to the sharing economy. However, It is not clear from his work why over 
demand may be bad for the sharing economy. Samuel concludes that with the technology im-
provements the transaction costs would be lower in future. Lower costs would make the con-
cept of the sharing economy more viable to the other industries. For example the concept of 
sharing economy has potential to expand into B2B services like shipping, and arranging low 
skilled laborers. He also concludes that the sharing economy will have also be expanding to 
“service verticals” - not just sharing physical articles but transferring some of your time con-
suming tasks to someone having expertise and free time. For example dry-cleaning service can 
be part of the sharing economy concept. The social postal service fits into the Samuel’s “Service 
Verticals” concept and can be seen as one of the future growth area in the sharing economy.  
 
Minna Koskelo’s (2013) thesis work shows that service design approach could be used for dis-
covering new market space. According to her research, a deep customer understanding devel-
oped by using service design methods and tools, the case company could come up with new 
business ideas in improving the employee well-being. She also demonstrated in her thesis that 
strategy, which is core to any business, can also be developed by co-creation with the stake-
holders. Her work explores use of service design and blue ocean strategy concept at the stra-
tegic level. Any new business innovation (often referred as “Blue Ocean”) can be developed 
either by creating a completely new industry or by changing the boundaries of the existing 
business. Developing new business mean that creating something new such as Thomas Edison 
created light bulbs and a whole new industry around electricity, from its generation to trans-
mission to lightening the electric bulb. By changing the boundaries of the existing business 
possibly mean adding other electrical equipment to the industry. When the boundaries of an 
industry change, most of the enablers are already available for the industry. By using existing 
enablers, one can expand and provide a new service. She also makes a point that the service 
design approach combined with the blue ocean strategy could be used for the paradigm shift 
in the businesses. She concludes that “Service design process, methods and tools offer a prac-
tical approach for recognizing new market space and for innovating strategy”. In this thesis the 
service design methods and tools would be used to discover a type 2 “Blue Ocean” - expanding 
the boundaries of the postal service.   
 
The thesis work of Katie Finley (2013) examines the importance of trust in the sharing economy 
and how it can be established. According to her research, trusting parties depends upon good 
intentions and technical competence to implement those intentions. Trust is also related with 
possibility of betrayal as one needs to trust when there is possibility of betrayal. When the two 
parties trust each other, the complexity of implementing rational planning to assess risk is also 
reduced. Trust in online context means that a trustor trusts a trustee with respect to latter’s 
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capability to execute a specific action or service within a particular online context. The con-
ventional rules and knowledge of everyday experiences do not apply in the online context and 
is perceived as a place of high risk. “With the global, but insecure, Internet being the primary 
carrier of electronic commerce transactions, websites can be counterfeited, identities can be 
forged, and the nature of transactions can be altered.” Trust, therefore, is increasingly recog-
nized as a crucial element of enterprise success in the online setting (Corritore et al. 2003 & 
Beldad et al. 2010). When people transact online with parties they have never met, there are 
at inherent risks that opportunistic parties can change identities. It is often difficult to bind an 
online identity to a single person. Buyers often have to pay prior to the transaction, this means 
buyers are at higher risk. In online, especially in peer to peer transactions, trust can be in-
creased by reputation systems, social graph integration, and trust in market place intermedi-
ary. Reputation system is built from platform’s underlying network. Reputation is collective 
measure of trustworthiness collected from other community members’ referrals and ratings. 
The goal of the reputation system is to incentivize good behavior, distinguish between trust-
worthy and non-trustworthy parties, encourage parties to be trustworthy, and discourage par-
ties who are not. Social graph also has goal to increase the trust by confirming identity and 
establishing transitive trust. By integrating with social networking sites, a service intermediary 
can get information about a person’s place, employment, interests, frequency of online social 
activity, and friends. The intermediary can be further reassured that the identity is a real 
offline identity. The service intermediary can also combine social network information with the 
recommendation system of the transitive trust (Jøsang et al. 2007) to inform interested users 
whether their friend or friend of friends have used and recommended an asset such as room, 
or shared car.  Trust in marketplace intermediary such as Airbnb, blablacar can influence user’s 
decision to trust other users of that marketplace intermediary. Trust in the intermediaries can 
be increased by insurances, guarantees, and escrows. A well-defined user interface of online 
intermediary can influence the trust level positively. Other factors that increase intermediary 
trust are branding, and the website’s customer support representative usually available 24x7. 
Usually trustworthy marketplace protect buyers from the crooked and fraudulent parties. The 
research presents airbnb.com as a case company which has a well-defined rating system, Face-
book and LinkedIn integration for social graphs, and a good reputation as trusted marketplace 
intermediary. The research, which mainly constitutes of in-depth interviews of Airbnb users, 
shows that trust increases by implementing rating system, social graph integration, and by in-
creasing the trust level of Airbnb itself. The research further concludes that more information 
is better to establish trust among peers. Startups such as trustcloud.com try to establish global 
trust system as enabler to sharing economy.  
 
Georgios Zervas, Davide Proserpio, John W. Byers (2015) collected airbnb and hotel data, com-
prising of nearly 4000 rooms, from 2008 to 2014 in Texas USA. Airbnb defines itself as a social 
website that connects people who have space to spare with those who are looking for a place 
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to stay".  The collected data shows that peer-to-peer room renting service have negatively 
impacted the hotel industry in Texas State of USA. The research finding estimated that each 
10% supply increase by Airbnb results in 0.35% decrease in monthly hotel room revenue. In 
Austin municipality of Texas, Airbnb has grown significantly over the past few years. The reve-
nue impact in Austin is estimated at 13% for the hotel industry. Airbnb impact is non-uniformly 
distributed and the most impacted hotels are small to medium budget hotels and hotels which 
are not catering to business travel. The traditional businesses also responded by lowering the 
price, which benefitted to the whole community. 
 
1.6 The role of technology and internet in the sharing economy 
 
People have been sharing things with each other since many centuries. Before internet became 
ubiquitous, the sharing was limited to a close network of people who were either neighbors, 
close friends, or relatives.  The sharing was also limited to the people living in the close vicinity 
and to a small set of daily use common things. Before 1950’s, the usual way to stay during 
travel was to stay at friend’s or friend of friend’s place (Rachel Botsman, 2010). 
 
Internet enabled peer-to-peer business was started as early as in 1995 when eBay made every-
one a retailer. Another service started in the same year was craigslist.com, aiming to match 
individual suppliers of the resources with the individuals who need them. Now in second decade 
of 21st century, we find peer-to-peer sharing economy businesses, in transportation (drivy.com, 
getaround.com), hotel and tourism (airbnb.com), errands service (taskrabbit.com), digital me-
dia (youtube.com, dailymotion.com, vimeo.com) and many more companies appearing in shar-
ing household appliances, bicycles, garden equipment, music and photographic instruments, 
money etc.  The peer-to-peer social lending market is estimated at around $26 billion (Rachel 
Botsman, 2010). These services are termed as “Two-Sided” or “Multi-Sided” platforms. A brief 
description of two-sided platform is provided in the next topic. 
 
Internet also enabled collaborations among people from different geographies not possible be-
fore. Linux, an open source operating system, gets developed by collaborating developers from 
around the world. Other examples are Wikipedia, Flickr, Digg, and YouTube. Some services like 
Linux and Wikipedia run on donations, others like YouTube relies on advertisement revenue. 
However, none of these services charge user directly, nor they involve exchange of physical 
objects. Technology advancements, such as GPS (Global Positioning System), enabled new peer-
to-peer businesses which were not existed before. Introduction of GPS technology on mobile 
devices enabled Zipcar to start tapping on renting opportunity of idle cars which sit idle for 23 
hours of day (April Rinne, 2013).  
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1.7 Two-Sided platform 
 
According to Wikipedia “Two-sided markets, also called two-sided networks, are economic plat-
forms having two distinct user groups that provide each other with network benefits. The or-
ganization that creates value primarily by enabling direct interactions between two (or more) 
distinct types of affiliated customers is called a multi-sided platform (MSP)” (Wikipedia-3, 2015) 
 
A formal study of two sided business was first presented by Baxter (Baxter William, 1983) in 
1983 where he showed that payment cards provided a service only if both card holders and 
merchants agreed to use card as a transaction medium. Business such as game consoles (X-Box, 
Playstation, and Wii etc.), operating systems (Linux, Windows), internet, shopping malls, and 
real estate are based on two sided market (Rochet & Tirole, 2003. Table 2). Rochet & Tirole 
(2003) also showed that it is profitable to serve customers on one side at below marginal cost 
or even negative marginal cost. For example game consoles are heavily subsidized by the com-
panies to bring consumers on their platform. Later consumers spend money in buying the games 
which makes platform and game developers profitable.  
 
 
Product Loss leader/ Subsidized Seg-
ment 
Profit making/ Subsidizing 
Segment 
Video games Consumers (Consoles) Software developers 
Streaming media Consumers Servers 
Browsers Users Web servers 
Operating systems Application developers (de-
velopment tools, support, 
functionality) 
Clients 
News papers Readers Advertisers 
Credit and debit cards Cardholders Merchants 
Shopping malls Consumers (Free parking, 
cheap gas) 
Shops 
Internet Websites Connecting consumers 
Real estate Buyers Sellers 
Table 2 Two Sided platforms existing businesses (Rochet & Tirole, 2003) 
 
The social postal service is also a platform which brings two types of users - requesters and 
travelers – together. The requesters are on profit making side and the travelers are on the 
subsidized side (Loss leaders). The requesters get benefitted by getting items cheaper than the 
normal parcel service and the travelers get benefitted by subsidizing their travel cost. Business 
mentioned in section 1.4 are also two – sided or multi – sided platforms. For instance eBay 
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brings consumers and sellers together on its platform. According Harvard Business Review arti-
cle (HBR, 2016), two – sided businesses facilitate a virtuous cycle. Increase in demand on one 
side spurs increase in demand on the other side. The key challenge in two – sided economies is 
to getting the pricing right (HBR, 2016).  
 
1.8 Influencers of the sharing economy 
 
According to the various articles and books published (Economist, 2013; CNN, 2014, Rachel 
Botsman, 2012), the main enablers of the sharing economy are: 
 
Internet:  People are able to coordinate, scale, and transcend physical boundaries by using 
internet. Internet acts as meta-platform for the sharing economy platforms. For example Zip-
car members can reserve a car twenty-four hours a day, seven days a week on the Internet in 
any of the forty-nine U.S. cities it operates in, as well as Vancouver, Toronto, and London 
(Botsman, 2012). Internet is also enabler for other enablers of the sharing economy such as 
social networking and e-commerce mentioned below.  
 
Social Networking: Social networking sites are one of the key enablers. According to The Econ-
omist, 2013, Facebook and other social networking sites are used by the participants of the 
sharing economy to check each other out. They may find common friends or friend of friends. 
The social networking sites help building trust among the participants but it is not necessary 
required. Airbnb does not mandate participants to connect their accounts on Facebook (The 
Economist 2013b).  
 
E-commerce: Without e-commerce, it is impossible to imagine the sharing economy in its cur-
rent form. For example Airbnb and Uber take online payments from the users and pay money 
to the service provider after a transaction is successfully completed. Depending upon the busi-
ness model, money from the service user can be taken before, after, or during the service 
transaction.  
 
Mobile applications: World is shifting from web based desktop applications to web based mo-
bile applications. The internet usage through mobile applications already exceeded the desktop 
applications in the US. (CNN, 2014). Due to the cheaper mobile internet connections and the 
faster data transfer rate, using mobile app has not only become cheaper but also become more 
popular as one can access any information from almost anywhere. Smart phones also has loca-
tion sensors called as GPS and proximity sensors like NFC and Bluetooth. These sensors can 
provide enormous power to the mobile applications. For instance, when an Uber customer re-
quests for a taxi, his/her location is automatically sent to the taxi driver. The Uber customer 
can also track his/her assigned taxi in the real time.  
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Trust: According to Botsman (Rachel Botsman, 2012), “The currency of the new economy is 
trust”. Creating a trusting community is as important as creating secure financial transactions 
in the sharing economy. Trust can be built using social networking sites, background checks, or 
by ratings and reciprocal review systems (The Economist, Technology quarterly Q1 2013). 
Section 1.5 already discussed about trust where Katie Finley’s (2013) thesis elaborated the role 
of trust in the sharing economy. She takes Airbnb as a case company and demonstrates how 
Airbnb enabled trust in peer-to-peer space sharing service. 
 
Privacy: As we saw before, trust is an important ingredient of connected ecosystem. However, 
why would someone trust a complete stranger? Trust is established through a reputation man-
agement system – reputation of the participants, and of the service itself. The reputation of 
the service can be established by brand building and other means. The reputation of the par-
ticipants is built using a reputation management system which consists of recommendations, 
feedbacks, and rating systems. The sharing economy platforms retain considerable amount of 
user data to feed into the reputation system. Platforms face privacy challenges to build and 
maintain their reputation systems. (Dambrine et. al. 2015) 
 
Companies like Uber hired data and privacy experts to probe into company’s internal privacy 
issues such as employees stealing user data for their personal benefits (USA Today, 2015). Ac-
cording to Uber’s privacy policy, the Uber mobile app can collect and use users’ geo-location 
data for a “variety of purposes”, including “internal business purposes”. The privacy policy 
does not define what these purposes are. For example, the company has reportedly used few 
notable user’s geolocation data to display an activity map at a launch party. It is reported that 
these users did not know their location coordinates were being used in such a way (USA Today, 
2015).  
 
The sharing economy system needs to balance conflicts of interest when it comes to privacy. 
Each peer-to-peer platform user wants to know as much as possible about other users to estab-
lish trust, yet, each user has interest in disclosing as little information as possible. The sharing 
economy platforms balance this by offering some degree of anonymity or obscurity such as 
hiding user’s real e-mail id or phone number. (Dambrine et. al. 2015) 
 
Government regulations: Governments has guidelines as what activities are allowed and what 
are not allowed in a country or state. For example Uber is not allowed to operate in Finland 
(Metrolopolitan, 2015). Post items also have restrictions when they cross the source country or 
get into the destination country. Germany imposes restrictions on the import of Medicinal prod-
ucts and narcotics. They can be imported for personal use for maximum three months of period, 
with a valid notarized prescriptions from the health authorities. Import by post is not allowed. 
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Other restricted items include – fireworks, instruments of torture, certain textiles, cultural 
assets, food and feed items, plants and animals, and products containing animal or vegetable 
substances. Some items like counterfeiting products, pirated media, rough diamonds, and un-
safe electrical/electronic products are banned to import into Germany. There are restrictions 
apply on quantity of tobacco or alcoholic beverages that can be imported into Germany. There 
are import duties on items as well. A custom limit of 45 Euros is in general applicable for sending 
gifts by post. Consignments of negligible value amounting to less than 22 Euros are relieved of 
import duties. An item costing over this amount is subject to applicable import taxes (as on 
2015). Regulations further prohibits certain countries, organizations, and persons to send items 
and other financial instruments into Germany. (German customs, 2015) Indian government also 
has similar rules as Germany rules for imports using post or courier. (India customs (post), 
2015). Most airlines also display guidelines related to unsafe and prohibited items with respect 
to safety and security of passengers. For instance Air India lists prohibited items on its webpage. 
It further tips travelers “Do not carry packages with unidentified contents on behalf of other 
people”. (Air India Baggage Tips, 2015) 
 
Insurance: Usually insurance companies ask for usage information, whether an asset being in-
sured is for public, private, or both public and private use. Author’s current car insurance 
company huk24.de has these options. A car used for ferrying passengers for profit is considered 
public use, and may not be covered in the private insurance (Skift, 2013). In some scenarios 
the sharing economy platforms may provide some cover (Estrin, 2015). For Example ridesharing 
company Lyft has partnership with Metlife and Progressive insurance companies. There are 
insurance startups such as http://www.safeshareinsurance.com/ specializing in insuring shar-
ing economy businesses and assets. After an incident in which host’s home was completely 
trashed in 2011, Airbnb instituted a fifty thousand USD guarantee to hosts. The insured sum 
was later increased to one million USD (Fortune, 2015). For peer to peer postal service, risks 
like lost or damaged packet, legal issues with the authorities etc. are applicable and may re-
quire platform provider’s to insure travelers against such risks. 
 
1.9 Current Market Opportunities 
 
The share of parcel posts is nearly doubled in a decade mainly due to the increased online 
shopping. This is also evident as the parcel posts observed a drop in the rate of increment in 
year 2008, due to the economic slowdown in industrialized countries. (UPU Report, 2014. P. 
64) 
 
There has been no product innovation for past several decades in postal services. New players 
enter the market on price based competition (UPU Report, 2014. P. 64). However, the price of 
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the international shipment is still on the higher side. A comparison was made between interna-
tional parcel cost for shipping a 4 Kilogram of items and the one – way air fare (Appendix 1). 
The items were estimated to be delivered in 4 days. The cost of shipping 4 Kilogram of items 
found to be 35% cost of one way travel. In another comparison made between cost of the 
domestic shipment and the cost of the domestic travel in India, the cost of the shipment was 
found to be more than 80% of the cost of travel. The leading private courier website also does 
not promise any delivery date. 
 
There is scope of innovation in parcel service to beat the cost but keeping the same service 
quality levels. There is also scope of including additional services into the parcel shipment for 
example procurement of objects can be a value added service for users who are unable to buy 
item in foreign country. 
 
1.9.1 Indian expats and air travel 
 
As of 2012 government of India figures, around 22 million Indians live abroad. (Indians living in 
foreign countries, 2012). They usually require specialized items from their home country. For 
instance, Indians require specialized spices, pickles, baby care items, Indian sweets, traditional 
clothes, and items which are either not available or manifold costlier in their country of resi-
dence. Due to higher postage fee, getting the items through post is not economical. Expats 
need a simple service where they can post their requirements of items from their home country 
and a travelers having baggage space to spare can bring the item for a profit. 
 
On the other hand, when expats visit their home country, they can bring some of the requested 
foreign items to their home country. The most popular items include cigars, cigarettes, and 
alcoholic beverages of some particular brand which are either not available or very costly in 
their home country.  
 
Delhi international airport passenger traffic was 36.88 million passengers in year 2013-14. (IGAI 
Fact Sheet, 2015). According to a recent report (IATA, 2014), the air travel is likely to double 
in next 20 years. The growing economies show fastest growth in percentage of air travel. India 
is predicted to be the fastest growing in air travel. The report also points that the cost of air 
travel is going down. The average checked-in baggage mass was 17 Kg in EU flights. (EASA, 
2008). Whilst, at present, airlines commonly allow 20 to 23 Kg of checked in baggage. Which 
implies that on an average people are travelling with more space to spare for bringing items to 
and from their home countries. 
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1.9.2 Opportunities 
 
Growing e-commerce and globalization increase demand of courier, express, and parcel (CEP) 
services even when there is no double digit growth in the economy like it used to be in 1990s. 
The globalization forced companies like DHL to expand into international services. (DHL, 2015) 
  
During the first decade of 21st century, the total share of the parcel and logistics services was 
nearly doubled from 9.9% to 18.3% for Universal Postal Union member countries. The driving 
force of this increment was an increase in the e-commerce and global trade.  (UPU Report, 
2014) 
 
 
 
Figure 3 Share of parcel and logistic services over the years 
  
 
According to UPU Report, 2014, both international and domestic parcel shipment volume was 
increased by 30% each from year 2006 to 2011.  
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Figure 4 Parcel volume (both domestic and international) from year 2006 to 20011 (Source: UPU 
Report, 2014) 
 
Since CEP market is increasing year on year, there is a scope of innovating new business concept 
in the market. Users can buy globally and have their items delivered through social postal ser-
vice at less cost. Social postal service concept has potential to expand the demand in CEP 
service domain.   
 
1.10 Research Objectives and Limitations 
 
This thesis aims to find viability of applying sharing economy concept to the postal service by 
using service design principals. The following are the research questions: 
 
To evaluate the application of the sharing economy concept on parcel or postal service to bring 
innovation, high value proposition, and cost reduction by applying service design tools and 
methods. 
 
The research sub-questions are 
1. To find out whether or not Indians living abroad constitute a potential customer seg-
ment. 
2. To find out customer’s concerns towards social postal service concept. 
3. To find out the business model of the service and the viability of the same. 
4. To discover initial implementation concept. 
 
There are already few startups experimenting with the sharing economy concept on parcel or 
postal service. Some examples are piggyback.com, a local delivery service helping online shop-
pers to get their items fast and cost effectively, and sociotransit.com matching travelers, who 
are willing to bring items from their place of departures for requesters. 
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Due to time and resource limitations, the focus of this research is limited to Indians who need 
such service. The focus is further limited to Indians living in Europe. The research includes use 
cases where overseas Indians require objects from India or Indians in their homeland require 
foreign and duty free items from abroad. Also, the research does not go into the details of the 
finished service and remain at the conceptual level. 
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2 Theoretical Framework 
 
The objective of the study is to find business viability of the social postal service idea. The first 
step in finding solutions is to understand problem and its environment, which is already covered 
in the Introduction chapter. The second step - theoretical framework - is researching appropri-
ate tools that can lead the study towards solutions. Theoretical framework is discussed in this 
current chapter. The third step is to apply tools taken from the theoretical framework into the 
problem space in finding insights and potential solutions. The fourth and last step is to analyze 
the solution, its limitations, and future course of actions. The high level process view for this 
thesis is described in figure 5. 
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Figure 5 High level thesis process view 
 
There are many design frameworks available. For example Design Counsel UK, 2007 proposed 
Double Diamond process. Stickdorn & Schneider, 2010 proposed iterative design process con-
sisting of four phases. Fraser, 2010 developed a process known as “Three Gears of Design”. 
Stanford business school, in its course ME310, introduces design process as iterative process of 
need finding, ideation, and rapid prototyping to create and evaluate new concepts (Stanford 
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Design Innovation Process, 2015). Moritz, 2005 pp 120, came up with a six service design task 
categories concept after researching various service design models.  
 
The frameworks provide a broad guidance about defining service design process for a given 
context. We shall briefly examine the differences and similarities of the frameworks in the 
following sub sections. 
 
Following subsections describe few service design frameworks which can be used as basis for 
the empirical study.   
 
2.1 Double diamond process 
 
The designers’ approach to any problem has common ways of working out a solution. In year 
2005 Design Counsel UK developed the “Double Diamond” process through in-house research. 
It is a simple graphical way of describing the design process. The Design Counsel conducted in-
depth study of modern design process of many brands such as Lego, Microsoft, Yahoo, Star-
bucks, and Virgin Atlantic Airways etc. (Design Counsel UK, 2007). All selected companies were 
committed to the design processes to improve their brands. The companies had different ways 
of managing design process and different terminologies but at the core they share some com-
mon patterns, which can be extracted as Double Diamond process of design. 
 
 
 
Figure 6 Double Diamond Process 
 
The graphical representation of the Double Diamond shows a diamond shaped curve. The im-
portant take away from the graphical representation is that the design process is combination 
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of divergent and convergent techniques, first in the problem space (the first half in the pic-
ture); then in the solution space (the second half in the picture).  The four distinct phases of 
the process are:  
 
Discover phase - It is represented by the first quarter of the double diamond. It aims for iden-
tification of the user needs. The beginning ‘dot’ represents idea or inspiration for the service 
design task. 
The first quarter is diverging. It indicates that the divergent methods should be used to ideate 
the user needs. The service methods in the Discover phase includes qualitative user research 
methods like in depth interviews, focus groups, and observations. According to the Design Coun-
cil Report (Design Council UK, 2007), Starbucks sends its designers to work as stewards up to 
one month so that they can fully immerse themselves into customer facing situations. 
 
Define phase is where ideas from the Discover phase are analysed, defined, and refined as 
problems. In this phase review, selection, or discarding of the ideas take place. It represents 
second quarter of Figure 6. As the figure depicts, it is a convergent phase that utilizes converg-
ing methods and tools. At Define phase, the focus is to apply constraints like materials, logis-
tics, budget, time to market, and other influencers on the ideas from the Discover phase.  Dur-
ing the Define phase usually a formal project sign-off happens involving various departments of 
the organization (like sales, marketing etc.). Hence forming a committed multi-disciplinary 
team. 
 
Develop Phase - It is represented as the third quadrant of the Figure 6, is again a divergent 
process, hence the methods and tools used in this phase are similar to Discover phase but are 
focused to bring the agreed ideas from the Define phase into fruition.  
 
Deliver phase - Represented as the fourth and the last quadrant of the Figure 6, is the phase 
where concepts are taken through final testing (in software terminology it is often called user 
acceptance testing, where the real users test the final product or service and give their feed-
back.) This phase is also provide feedback to the stakeholders about the success of the launched 
product or service and loopback the feedbacks into the Discover phase.  
 
2.2 Iterative design process - Stickdorn et. al. 
 
Stickdorn & Schneider, 2010 also describe the service design process as combination of the 
divergent and convergent methods. According to them design is non-linear and iterative pro-
cess. However, it is possible to outline a structure (pp 116). They propose “Exploration”, “Cre-
ation”, “Reflection”, and “Implementation” structure linked in iterative way such that iterating 
back to any of the previous phase is possible as shown in Figure 7.  All the stages offer mixture 
of divergent and convergent tools.  
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Figure 7 Iterative Design Process 
 
Exploration stage - Designers get clear understanding of the problem from the current and 
potential customer’s perspective. There are many tools available for this stage, some of them 
are described below. 
 
Stakeholder’s Map 
 
Stakeholder Maps are often used to understand the environment where service needs to be 
developed. The Map is a visual representation of stakeholders and their relationships. The aim 
is to find every possible stakeholders especially the ones missed by the service providers. This 
tool can be combined with ‘Interviews’ to find motivations and needs of the stakeholders. Next, 
different stakeholders can be grouped based on their common motivations and needs. Finally 
connections are made among different stakeholders to visually understand their relationships. 
Stakeholder’s information is gathered through ethnographic methods like interviews, desktop 
research.  
  
Customer Journey Map 
 
Using Customer Journey Maps, service designers can get the idea of user experiences, and how 
they are influenced by making changes in the various Touchpoints. Hence, they also form a 
good comparison tool and are also used for communicating about the service to the other stake-
holders. Customer journey maps provide insights on user experiences at various touch points – 
what user is doing, thinking or feeling.  
 
Contextual Interviews 
 
Interviews are the most common ethnographic tool used by the service designers (Sagelström 
2013, pp. 30, Table 1) to gain insights. Designers when conduct interviews in a suitable envi-
ronment gain insights into user’s thoughts and behaviours. Interviews are often recorded and 
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photographed. It was observed in Sagelström’s PhD thesis work (Sagelström 2013) that Inter-
views can also be iterative so that researchers takes few interviews, analyse them and formu-
late the questions of future interviews on the basis of the insights gained from the previous 
interviews. It is important to choose the right set of users, stakeholders, and their environments 
so that interviewee is at ease. 
 
The Five Whys 
 
It can be used to observe the hidden motivations about certain behaviour of the customers and 
the staffs. Every new Why is triggered by the answer from the previous Why question. 
The tool can be used with the existing staff to find the root cause of the problem with the 
service delivery. The care should be taken to formulate a right Why question so that the person 
answering does not feel offended or confused. The tool can be combined with the interviews 
and observation tools. 
 
Personas 
 
Personas are fictitious user profiles to aid visual communication. They are used to group qual-
itative findings about the users (Stefan Moritz 2005). Personas are created after qualitative and 
quantitative user research. Quantitative analysis backs person’s most common user behaviour. 
For example if a service is used by mostly women, it makes perfect sense to build most promi-
nent persona as a woman. Qualitative research provides insights into user’s behaviour and mo-
tivations. Personas are often used in combination with Customer Journey Maps.  
 
The other tools used for creation phase are Service Safaris, Shadowing, Cultural Probes, A Day 
In Life, Expectation Map etc. (Stickdorn & Schneider, 2010 pp 142 – 171).  
 
Creation and Reflection stages go hand in hand in an iterative process (Stickdorn & Schneider, 
2010 pp 120). They directly map to Define and Develop phases of Double Diamond process. 
Creation & Reflection stages are about testing and retesting the ideas and concept. Some of 
the tools in Creation & Reflection stages are  
 
What If… 
 
The idea of “What if…” is to explore potential future situations. Designers ask “What if…” to 
reveal most unusual scenarios. For instance “What if majority of the users start using smart 
phones.” The tool can be used with Customer Journey Maps, Scenarios, and Storyboards. User’s 
needs and motivations should already be identified before using this tool. 
 
Design Scenarios 
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It is a hypothetical story aimed for exposing a certain expect of service. With the help of Sce-
narios, designers can understand, analyse, and review the factors responsible for user experi-
ences. Scenarios are different from the Customer Journey Maps as former focus on a small part 
of the service (Ex. Concerning only one touch point) while Customer Journey Map provides a 
high level view concerning most touch-points. 
 
Service Prototypes 
 
Prototypes can be used to generate ideas (Generative Prototypes) or to reflect upon a design 
idea (Reflective Prototypes). Prototypes are used to represent and test ideas (Moritz, 2005). 
They are practical tool to bring tangibility to the service design. Using prototypes (either by 
role playing or by using mock-ups or by some other method) designers can engage stakeholders 
in a constructive and fun full way. Problem, which service intends to solve, is identified before 
using prototypes. 
  
The other tools in Create & Reflect phases are Idea Generation, Six Thinking Hats, Storyboards, 
Desktop Walkthrough, and Service Staging (Stickdorn & Schneider, 2010 pp 173 – 196).  
 
The fourth stage – Implementation is about bringing change in the company. Designers need 
to communicate to the staff about the changes. That is why they need to be involved from the 
beginning. Implementation involves basic principles of the change management. The tools in 
the implementation phase are storytelling, service blueprints, business model canvas (Stickdorn 
& Schneider, 2010 pp 197 – 207), service roleplay and customer Lifecycle Maps. Some of the 
tools are described below. 
 
Storytelling 
Once service concept is ready, Storytelling, a communication tool, can be used to communicate 
the core service idea to the various stakeholders (Ex. Marketing communication department) 
including the management. Stories are often constructed in terms of compelling narratives.  
Stories also help organisations to re-orientate themselves along the service concept by giving a 
common message (Moritz, 2005). 
 
Service Blueprints 
It is to visualise how various enablers like backend people, processes, and tools will work to-
gether to fulfil the service goals. It describes the service in such details that it can be imple-
mented and maintained.  According to Stickdorn, Service Blueprinting can be best created using 
co-creation design principals. Since implementing a service require all departments to work 
together, aligning themselves to the service value propositions. 
Business Model Canvas 
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The article published “The Theory of the Business” in Harvard Business Review (Peter F. Drucker 
1994), states that a business is a set of assumptions a company makes about its market. About 
identifying its customers and competitors, their values and behavior. They are about technology 
and how it is changing and about company’s strengths and weaknesses. If these assumptions 
are correct, company is get paid for; else it may require to change the set of assumptions and 
test them again to sustain. Though Drucker never used the term “Business Model” in his article, 
the theory was about building businesses and how to sustain in changing time by changing the 
assumptions about the businesses. 
 
“A business model describes how an organization creates, delivers, and captures values”  
 Osterwalder & Pigneur, 2010. P 23 
 
Perhaps the simplest definition of business model is: 
 
“All it really meant was how you planned to make money” 
Martin Lewis, 2014 as stated in HBR, 2015  
 
 
Figure 8 Business Model Canvas (BMC) 
 
Osterwalder’s (Osterwalder & Pigneur, 2010) “Business Model Canvas” is one of the organized 
way of laying out the assumptions to run the business profitable (Figure 8). Osterwalder‘s can-
vas facilitates business model innovation through visual representation of the the key business 
elements – Customer segments, customer relationship,  channels, value propositions, key 
activities, key resources, key partners, cost structure, and revenue stream. Quick iteration of 
the business models is very easy with the business model canvas method. The iteration helps in 
innovating an optimal business model which is aligned with the business strategy and goals. 
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Nine elements of Osterwalder’s the Business Model Canvas are described below. 
 
Customer Segments 
This building block of business model canvas represents the group of people (segment) the 
service aims to serve. This is the block for which service aims to create value proposition (See 
the next section). There is no business without customers. Customers can be divided into seg-
ments, identified by common needs and behaviours.  
 
Value Proposition 
Value proposition is offering of products and services to solves customer problems or satisfy 
their needs. There can be many aspects of value proposition for customers such as cost reduc-
tion, newness, risk reduction, accessibility, usability etc.  
 
Customer Relations 
Customer relations describes the types of relationships a company wants to establish with each 
customer segments for their acquisition and retention, and selling products and services. Some 
of the relationship types are in-person, automated, communities, and co-creation.  
 
Channels 
 
Channels are the consumer touch points where users search, evaluate, and give feedback to 
the service and other consumers. Company establish channels to  
- Communicate to its customers about products and service offerings. 
- Facilitate sales of its products and services. 
- Support post sales activities such as troubleshooting.  
 
Key Activities 
Key activities are the most important actions a company must perform to create value propo-
sition. Key activities are different for different business models. For software, they are design 
and development of the software. For manufacturing, they are supply chain management, along 
with design and development. 
 
Key resources 
Key resources are the most important assets a company must acquire for business model to 
work. Any physical, financial, intellectual, or human asset is part of key resources of a com-
pany. For example office space, employees, IT software are part of key resources. Resources 
can be owned or leased by a company. 
  
Key Partners  
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Key partners are those companies where some of the key resources can be acquired. Companies 
go into joint ventures and partnerships for reducing cost and risk, scale operations quickly, 
optimizing the business cost. For example, owning all the resources needed to bring the value 
proposition may not be economically viable for a company so it goes into partnership to acquire 
needed resources.  
 
Cost Structure 
Cost structure is an estimate of costs incurred for the given business model. For example cost 
to acquiring resources which develop and deliver value proposition, cost to build customer 
relationships and channels.  
 
Revenue Streams 
Revenue Streams consist of assessments customer segments are willing to pay. Most important 
decisions are whether price should be fixed or dynamic, whether segment is charged one time 
revenue (usage fee) or recurring revenue (subscription fee).  
 
2.3 Three gears of design  
 
Fraser, 2008 came up with Three Gears of Design concept to drive strategy and business design. 
The gears represent a continuous cycling or iteration through user understanding, concept vis-
ualization, and strategic business design.  
 
First Gear 
Look through customer’s eyes and remodel the business from customer’s perspective. First gear 
is about exploring the surroundings of product or service to find behavioral and psychographic 
perspective on the user’s life which is related to the product or service. It is to learn not only 
what users do but also what they feel and how their activity surrounding the product or service 
link to their life. First gear is about renewing empathy towards users and set broader criteria 
for innovation. 
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Figure 9 Three Gears of Design 
 
Second Gear  
Second gear is about concept visualization and creation by using process of ideation and vali-
dating the concepts by making prototypes. Bringing tangibility to the concepts by prototyping 
provides a quick test of ideas which forms the basis of formulating strategy. Rapid prototyping 
facilitate basis for discussions. The prototyping process serves as thinking and communication 
tool. The outcome of the process forms the basis of strategic intent. 
 
Third Gear 
Balancing strategic concepts and make it both viable and valuable. Fraser proposes Activity 
System (Porter, 1996) to visualize current strategy model. Activity System diagrams can be used 
in prioritizing, balancing the tensions, creating and evaluating activities.  
 
2.4 Stanford design innovation process 
 
Stanford Design School applies Innovation Process as shown in figure 10 in its design-engineering 
course ME310 (Stanford Design Innovation Process, 2015). Process facilitates designing a com-
plete system incorporating not only the primary function but also the usability, desirability, 
and societal implications.  
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The design process is cyclical. It maximizes project insights for the student teams. “Fail early 
and fail often so you can succeed faster,” is one of the mantra for the process. 
The process phases are: 
 Gain insight on users’ needs by observing and interviewing them. 
 Identify opportunities by benchmarking existing technologies and products. 
 Discovering ideas by extensively brainstorming. 
 Test ideas and get better understanding of designs by iteratively prototyping. 
 
 
Figure 10 Stanford Design Innovation Process 
 
2.5 Six service design task categories concept 
 
Moritz, 2005 proposed six broad categories in which service design tasks can be grouped. Tasks 
from each category should be chosen based on the context of the problem. 
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Figure 11 Moritz, 2005 Service Design Categories Concept 
 
The six categories as shown in the figure 11 are overlapping and iterative. Their circular repre-
sentation shows that there is no set start point to begin the service design process. The con-
ceptual model shows that service design is complex and ongoing process. The model also shows 
that service design and consumption can also happen at the same time. (Moritz, 2005, pp 148)  
 
  
 38 
3 Empirical Study 
 
In this chapter, a service design process is derived using the insights from the previous chapters. 
The service design process consists of relevant tools which help in finding the solutions for the 
objectives of the study. 
 
The main objective or problem statement of this thesis is to find the feasibility of developing 
social postal service concept which brings travelers and senders together using the internet and 
web technologies. First task is to find out the customer segment who need such service. Not all 
travelers would like to join the service, likewise, not all the senders would like to join it. The 
research should come up with more understanding about service users representing travelers 
and senders. How to get user’s insights about their needs, expectations, motivations, feelings, 
and fears related to the proposed service concept? 
 
Second task is to find the business viability and come up with possible business model(s). The 
research should also find out the technical feasibility of the implementing the solution. And 
finally a realistic view of implementation cost and breakeven point should be estimated based 
on the previous findings about customer segmentation, business model, number of users for 
realistic break-even and markets where those users will be available. 
 
It is worth noting that the scope of the thesis is limited to “Discover” and “Define” phases of 
the above mentioned double diamond process. The “Develop” and “Deliver” are out of the 
scope of the thesis as the scope is limited to finding out the feasibility of social postal service 
concept and not developing and delivering the full service solution. 
 
As detailed in the previous section, there is no formal method to start the service design pro-
cess. A process can be modelled as linear but iterative (Stickdorn & Schneider, 2010, pp 115 & 
Fraser, 2008), or as circular (Moritz, 2005 & Stanford Design Innovation Process, 2015) and 
iterative. According to Stickdorn & Sneider, 2010, the first step in service design process should 
be to define the process itself. There is no set rule to define the process as it is very much 
context dependent, varying from one project to another. Author had the following mind map 
diagram (Figure 12) after doing brainstorming on the research objectives. The brainstorming 
reveals the main objective of the stage, tools used, and the possible outcomes. The brainstorm-
ing diagram branch 1A and 1B starts with understanding of the user environment and service 
touchpoints by using stakeholder maps and customer journey maps respectively. After getting 
understanding about the user, branch 2, using business model canvas method the business as-
pect of the service is revealed.  The results of branch 1 and 2 are input to designing the survey 
questions and in-depth interview theme. Branch 3 of the diagram is about doing survey and in-
depth interview. Once interview and survey data is available, branch 4 is about analyzing the 
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data to gather user insights. In branch 5, customer journey map is looked back and modified 
based on the gathered insights. If there is more information about touch points or more touch 
points discovered or more information about the stakeholders discovered, activities in branch 
3 can be repeated to reveal more insights about the user. Once sufficient insights are gathered, 
customer journey map is finalized along with the persona of the users (branch 5 and 6). Branch 
7 and 8 takes outputs from the previous branches and using service blueprinting tool and ana-
lytical tools technical and business feasibility of the service concept is determined.   
 
 
Figure 12 Brainstorming on the service design process 
 
 
3.1 Service stakeholder map 
As mentioned in the previous chapter, Stakeholder Maps are important to learn about the con-
text in which service is being performed. In addition, Stakeholder Maps also reveal stakehold-
ers’ motivations and interests (Stickdorn & Schneider, 2010).   
 
According to Oxford Advance Learner’s dictionary (Oxford Online Dictionary, 2015) definition, 
a stakeholder is a person or company that is involved in a particular organization, project, 
system, etc. According to another definition - A stakeholder is “Individual, either from 
inside or outside an organization, who needs to be considered, is involved with, has 
an interest in or could be affected by a service”. (Moritz, 2005). “Systems” such as 
mobile application or another service can also be considered as stakeholder. It is 
common practice in software engineering to consider another system or service also 
as ‘actor’ which is another name for stakeholder.  (See Wetter-Edman, 2014, pp 30) 
for actor definition in service design & Wikipedia, 2015 for Actor definition in software 
design using Unified Modelling Language – ‘UML’).  
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The author brainstormed on the stakeholder list (See Appendix 3). The list was later 
reviewed by the author’s partner friend. The partner friend took the lead on marking 
the importance of the stakeholders, which was again reviewed by the author. The 
output was a stakeholder map as shown in figure 13. 
 
 
Figure 13 Stakeholder Map for the Social Postal Service 
 
‘Traveler’ is the most important stakeholder in the service. It has got highest importance and 
highest number of relationships with the other stakeholders. (Also see Appendix 3 for a detailed 
stakeholders list) 
3.2 High level flow chart from user’s perspective 
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To bring more clarity to service process, flow charts are drawn to highlight key activities and 
touchpoints from both traveler’s and requester’s perspective. These flowchart may help in 
identifying and framing survey questions and interview themes. For example - whether travelers 
want to bid or not; how travelers select the requesters and so on. 
 
Figure 14 Traveler’s high level flow 
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Figure 15 Requester’s high level flow 
  
 43 
3.3 User’s insight – interviews 
 
The interview study aims to find insights about users’ intentions towards wanting items from 
travellers and carrying items for others as travellers. Social postal service falls under two-sided 
market bringing requesters and travellers together (section 1.1.7). It is important to access 
which is the most important user group for the platform as success of one user group attracts 
other user group of the platform (HBR, 2016). The interviews aims to find out which side of the 
user group is more important so that the survey questions can be focused either on the re-
quester side or on the traveller side. The interview approach was “General Interview Guide” 
approach (Turner, 2010) where questions are semi structured and can change during the course 
of interview depending upon the responses from the interviewee. The interview questions 
should be unbiased (free from assumptions) and open-ended (Turner, 2010).  On the data in-
terpretation side, the author should make sense out of the data. The data should be compiled 
into themes or codes representing consistent phrases, expressions, or ideas that were common 
among the respondents (Kvale, 2007). Creswell, J. W. (20070 recommends hiring third party 
consultants to interpret the interview data to avoid biases, however, due to time and budget 
constraints, the author conducted the interviews and interpreted data himself. 
 
The research is planned to answer the following questions in order to gain deep insight into the 
user’s intentions. 
 
What are people’s attitude towards carrying items for others? 
 
What are the circumstances where someone refused to carry items? 
 
What are the circumstances where someone had to wait for a very long time or completely 
missed getting item from her homeland? 
 
Author interviewed few friends, friend of friends, and family members in informal sitting, or 
using telephonic conversation.  
 
One of the important outcome of the study was that all of the persons interviewed wanted 
some items either from their homeland or from abroad at some point of time. However, not all 
interviewee could carry items for others as they either do not travel abroad or have luggage 
constraints. One respondent also expressed time constraint as inability to carry items for her 
friend. Most of the respondents were comfortable in bringing items for their close friends and 
relatives. They even went to market and bought things on friend’s behalf and carried them to 
the destination. Interview notes can be found in Appendix 6. 
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The interview results showed that travelers are the most important group for the platform to 
attract. They also have constraints, some of them mentioned above. Interview study concluded 
that the survey, which aimed to reach broader audiences, should be designed to focus on the 
travelers issues.  
 
3.4 Users’ insight - survey  
 
As technology is used by masses, its usage for other purposes also increases. For example tele-
phone surveys became popular when major households were equipped with the telephones. 
According to Balch, 2010, the main reason for telephonic survey was cost and time savings. In 
1990s, internet started raising in popularity for surveys. Many researchers found internet as an 
attractive medium for delivering and collecting survey information for reasons such as ease of 
collecting data, ability to reach even larger population, and lower cost. (Balch, 2010)  Some 
challenges, however, in internet based surveys are finding unbiased respondents, completion 
of surveys, and reaching a large sample (Couper et. al. 2001). Internet surveys generally do not 
follow the best design principles leading to faulty data collection and conclusions (Balch, 2100).  
 
According to Rosa et. al. 2012, a survey is collection of questionnaire covering comparisons and 
analysis of results. Survey is not to test the ability of the respondents but it is reflection of 
their views, personality traits, interests, and biographical information. The effective question-
naire has the right medium through which the questions would reach the respondents and has 
the right arrangement and presentation of the questions. An online questionnaire may include 
multiple or simple choice questions, open questions where respondents can write their re-
sponses, multimedia, and integration with social networking services. The questionnaire should 
be designed keeping objective of study in mind. The questionnaire should also collect demo-
graphic information like gender, age, location etc. According to Brace Ian, 2013, an online 
survey questions should not be too long. Researchers mistake designing long questions as if they 
are in real conversation with the respondents. However, most respondents decide upon the 
question in the first 10 to 12 words of the question. It is also important to determine the sample 
size of the respondents as it is impossible to develop and administer a survey to an entire range 
of respondents for financial and time constraints. The online survey service like Survey-
Monkey.com (SurveyMonkey, 2015) provide statistical tools to calculate the sample survey size. 
 
The focus of the survey for social postal service was to find out the potential target groups, 
their problems and motivations. The insights from the stakeholder map and high level 
flowcharts were fed into the designing of survey questions. The questions were designed for 
gathering insights about the touchpoints involving the travelers or requesters and other im-
portant stakeholders. Google (https://www.google.com/forms) forms was used as technology 
for designing and hosting the survey for various reasons. First, it is free of cost without any 
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limitations on number of respondents or number of responses. Second, it provided facility for 
skip logic questions. Third, it has facility for exporting data to excel sheet or to any other 
analytics tool.  
 
The first question in the survey contained skip logic for respondents who are not at all inter-
ested in carrying items on behalf of others. The skip logic takes respondents to the end of the 
survey and collects the reasons for not being interested and demographic information of the 
respondents. The next five questions were about various preconditions for carrying items for 
others including monetary reward and risk, favorable sender and journey types. The next six 
questions deal with dynamic aspects like procurement and delivery, customs, security, and 
risks. The set of questions include a filler, asking about the internet usage, to break the mon-
otonicity of the questions. The next set of questions relate to respondent’s behavior and open 
ended questions requiring her to write answers. The questions seek further information on sug-
gestions and reasons for not using the service to gain exploratory insights about the service. In 
the end respondent’s demographic information was collected. The survey was designed not to 
take more than 10 to 15 minutes of respondent’s time. For maximum privacy, the survey was 
kept anonymous. Survey covering letter can be found in Appendix 4 and survey questions and 
responses can be found in Appendix 5. 
 
The survey link (URL) was distributed through e-mails and social networking sites. A total of 32 
responses were recorded over a period of few weeks. Since the focus of study was on Indians 
and Indian expats living abroad, the survey was sent to Indian or people of Indian origin.      
 
3.5 Current peer to peer delivery services  
 
Peer-to-peer delivery is fairly a new field with few start-ups in the field. For example piggy-
back.com and zipments.com focus on local delivery using a vehicle. These companies claim to 
help e-commerce customers to bring items to customer’s door step faster and cheaper. Google 
and Amazon are experimenting with the drone technology to deliver small items. 
 
Author of this thesis finds start-ups called sociotransit.com and flytecourier.com which have 
similar business concept as this thesis topic. They both offer users to share travel details and 
their sending requirements. Table 3 and table 4 present analysis of most relevant functions of 
the services as on December 2015. The analysis was done on quality factors of postal service to 
learn whether these services follow postal service quality aspects or not. Then analysis was also 
done from the sharing economy point of view considering the important factors and enablers 
discussed in the introduction chapter.   
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Quality aspect sociotransit.com flytecourier.com 
Deliver items within 
acceptable time 
Not enough travelers to cover 
all major cities. However, 
searching for travelers is pos-
sible to learn about possible 
shipment routes and dates. 
Same as sociotransit.com 
Loss and damage of 
items 
Indirectly dependent on the 
airline company baggage han-
dling. 
Some support, however not very 
clearly mentioned, is provided 
by customer care. 
Transit or routing time Arrival time of travelers not 
mentioned. 
Same as sociotransit.com 
Mode of collection Travelers can buy or pick 
items. 
Travelers can buy on behalf of 
requester/sender. Travelers can 
pick up items. 
Location of the collec-
tion unit 
No mention how travelers can 
pick items. 
Travelers have option to men-
tion distance they are willing to 
travel to pick the items. 
Time of collection No information available. Travelers can mention preferred 
pick up days. 
Service quality of 
postal offices 
Not applicable (online service) Not applicable (online service) 
Supply of information 
and access to infor-
mation 
“How it works” information is 
provided. Mentions code of 
conduct rules. 
“How it works” information is 
provided. FAQ section, demos, 
and tutorials are provided.  
Frequency of delivery Not applicable Not applicable 
Time of delivery No specific mention. No specific mention. 
Mode of delivery No specific mention Travelers can drop off items if 
they wish 
Customer care 24x7 customer care mentioned 24x7 customer care 
Table 3 Analysis based on postal service quality 
 
 
Sharing economy as-
pects 
sociotransit.com flytecourier.com 
Cost of service Currently free, later commis-
sion based business model. 
Seems to be free. No mention of 
commission. 
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Trust Review system to build repu-
tation. Social media integra-
tion. 
Social media integration. 
Privacy Trip details and name of trav-
elers are shared. 
Trip details and name of travel-
ers are shared. 
Government regula-
tions – customs 
Information provided is lim-
ited to airline general bag-
gage rules. Checking customs 
regulations is traveler’s re-
sponsibility. 
Website links to customs rules 
provided for few countries.  
Insurance Upcoming feature. Upcoming feature. 
Table 4 Analysis based on the sharing economy aspects 
 
Review reveal that attracting travelers is vital to deliver service. If there are not enough trav-
elers, the service may not be able to provide the “what” part of service which is “Deliver 
items within acceptable time”. There should be enough travelers using the service so that re-
questers can find appropriate travelers from source to destination city within time compara-
ble to traditional postal service.  
  
3.6 SWOT analysis and Insights 
 
SWOT is a key tool for analyzing complex strategic situations and making strategic decisions. 
SWOT helps in reducing the quantity of information to improve decision making. (Helms & 
Nixon, 2010)  
 
SWOT on social postal service concept was conducted among a team of four members including 
the author of the thesis. A brainstorming session was performed among the team, focusing on 
internal strengths and weaknesses and external opportunities and threats (SWOT). Table 5 
shows the result of SWOT brainstorming session. 
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Table 5 SWOT analysis of Social Postal Service 
 
Based on the SWOT brainstorming session results, the following insights are identified. 
 
1. Airline and Government regulations 
The safety organization revise the recommendations time to time. The aircraft weight 
capacity is limited so as passenger weights increases, the safety organizations recom-
mend to lower the baggage allowance limit. The current recommended weight limit is 
17 Kgs (EASA, 2008). There is possibility that airlines reduce the checked in baggage 
weight limit due to safety reasons. 
 
Another dimension which can affect the service is government regulations. The service 
has to make sure that it is not breaking any law by any means. Travelers are also at risk 
of carrying over limit duty free items or some restricted items. 
 
2. Trust 
Building trust in service may require infrastructure. For instances to increase the trust 
of the person who is carrying parcel on behalf of the sender, a private scanning service 
at the airports can be installed. However, this kind of building trust conflicts with the 
strength of the idea that social postal service concept does not require infrastructure 
as required in the traditional postal service. As more infrastructure is put into the ser-
vice, the cost of the service to the end users may also increase affecting the oppor-
tunity of the user to save on the cost. 
 
3. User insights 
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To test the idea and gain more insights, some of the service design tools can be used. 
For example existing providers in the other sharing economy domains can be inter-
viewed and user’s service experience can be foresighted by using service design tools.  
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4 Empirical Results 
 
In the previous chapter various service design tools were applied to gain business concept un-
derstanding and user insights. In this chapter survey responses are analyzed and analysis results 
are fed into tools such as customer journey map, service blueprint to obtain convergence on 
implementation feasibility. A business model is generated to understand relationship of various 
stakeholders and revenue and expense streams.   
 
4.1 Survey Analysis 
 
The following information about willingness to carry items, item traits, risks and rewards etc. 
is deducted from the survey results: 
  
14 out of 32 (44%) respondents said that they would not like to carry items for others. The main 
reasons were: 
 Authenticity of the items. 
 Reward is not worth the risk. Respondents see carrying items as risk as they are not 
100% sure about the authenticity of the items or legal laws. 
 Hassel of collecting and delivering the items. 
 
The further analysis samples only those respondents who were willing to carry items for others 
(requesters). 
 
Half of respondents said that they could carry items if they were certain about the items they 
are carrying. Most of the respondents were willing to carry items for friends and relatives. 
Respondents were also comfortable to carry items if requester’s identity is verified.  
 
Travelers either wanted to decide price themselves or have platform recommending the price. 
Very few travelers leave price to the requesters.  
 
Price of the item was not important for 50% of the travelers, however many travelers wanted 
to limit cost of the item below $100. 
 
Majority of travelers who were willing to carry items for others expected earnings between $5 
and $10 per kilogram. 
 
Business and Family visits are most likely journeys when travelers could carry items.  
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More than 70% of respondents would like to get items handed over and delivered at their pre-
ferred time and place.  
 
Very high majority (83%) of the travelers want to have verification service for custom limits. 
68% want to have scanning service for item verification. Travelers concern about the people’s 
identity and the items authenticity. For example one of the interviewer described - “it should 
not be a bomb”. 
 
Some behavioral traits of the respondents are: 
 Comfortable buying items on internet 
 Comfortable disclosing identity to persons whose identity is verified 
 OK to disclose journey details anonymously 
 Neither satisfied nor dissatisfied with the delivery time courier companies take to de-
liver items 
 Most respondents are dissatisfied with the price courier companies take to deliver 
items 
 Respondents would carry items only if the item type is suitable to them 
 
4.2 Customer journey map 
 
A customer journey map is connection of the various service touchpoints from user’s perspec-
tive. Customer journey map helps to align all the touchpoints helping designers to provide 
quality service experience (Moritz, 2005). A touchpoint is contact point between user and ser-
vice offering (Moritz, 2005). A touchpoint could be a person (Customer representative, sales 
executive), machine (Bank ATM, Website, mobile application), or a piece of paper (Bill re-
ceived).  Customer Journey Mapping brings understanding of customers’ feeling, thinking, and 
doing at any given point in time during their interaction with a service (Polaine et. al. 2013). 
 
Insights from empirical study are used first to draw personas and then conceptual customer 
journey maps for social postal service for both traveler and requester perspectives. 
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Figure 16 Traveler’s persona 
 
Personas are not real person, but a representation of a group of users having similar needs, 
goals, and behavioral traits. Persona “Ramesh” in figure 16 represents a traveler who is an IT 
professional living abroad. Persona “Ria” in figure 20 represents a requester who is a part time 
hobbyist also living abroad. The personas are taken into customer journey where their possible 
interactions with the various touchpoints is documented. 
 
The customer journey starts with pre-service period where the main focus is on the communi-
cation about the service. Figure 17 shows pre-service experience of the travelers and figure 21 
shows pre-service experience of requester. Next comes the period where the service perfor-
mance takes place. Figures 18 and 22 show user’s experience during the service performance. 
The last part of the customer journey map illustrates the post service experiences of the user 
providing information such as user is satisfied or dissatisfied, how user spreads the service, and 
customer relationship management. Figures 19 and 23 show post service periods of the user.  
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Figure 17 Traveler's journey - pre service period 
  
 54 
 
Figure 18 Traveler's journey - service period 
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Figure 19 Traveler’s journey - post service period 
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Figure 20 Requester’s persona 
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Figure 21 Requester’s journey – pre service period  
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Figure 22 Requester’s journey – service period 
 59 
 
Figure 23 Requester’s journey – post service period 
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4.3 Service Blueprint 
 
Due to intangible nature of services, all the steps involved in the service delivery are hard to 
conceptualize, communicate, and collaborate with the stakeholders. Service blueprint tool is 
designed to elaborate steps involved in the service delivery and its underlying support processes 
and their intercommunications (Zeithaml, V., Parasuraman, A. & Berry, L. 2009). 
 
Bitner et. al. (2008) suggest five components of service blueprint: 
1. Customer actions 
2. Onstage/visible contact employee actions 
3. Backstage/invisible contact employee actions 
4. Support processes 
5. Physical evidence 
Customer actions are central to blueprint. Customers interact with the service using “on-
stage/visible contact employee actions”. Customers and employee (or technology such as web 
service) actions are separated by “Line of interactions”. “Backstage/invisible contact employee 
actions,” is the next significant component of the blueprint. Backstage is the separated from 
the onstage actions by the “line of visibility”. Everything above the line of visibility is seen by 
the customer, while everything below it is invisible. The fourth component support processes” 
is separated from contact employees by the “internal line of interaction”. Support process 
consists of the activities needed for the service delivery. The fifth component “physical evi-
dence” represent all the tangibles customers are exposed to. (Bitner et. al., 2008)  
 
Social postal service concept can be visualized using service blueprint diagrams in order to gain 
further implementation insights. Users’ survey and interview results are taken into considera-
tion while making blueprints for social postal service.   
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Figure 24 Service Blueprint (Traveler) 
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Figure 25 Service Blueprint (Requester) 
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4.4 Business model 
 
 A group of four people brainstormed on the business model in a brainstorming session using 
the business model canvas method. The team consisted of people with diversified profiles - a 
back-end engineer (the author), a front end engineer and search expert, a product manager 
and a sales and management executive. The group brainstormed on finding the key elements 
of the business model canvas with respect to social postal service. The key elements of business 
model canvas are the following. 
4.4.1 Customer Segments for Social Postal Service 
 
There are two types of customer segments of social postal service. 
1. Requesters who are looking for sending or receiving items to another city or country.  
2. Travellers who wants to subsidize their travel cost by taking some items for delivery.  
 
Figure 26 BMC - Customer segments 
 
Both customer segments are interdependent. Without one, other’s existence is not at all pos-
sible. For travellers to get revenue there need to be some postal requirements posted for the 
traveller’s destination. On the other hand, if there is no traveller picking up the post require-
ment, senders may not be motivated to put their requirements. Where success of one customer 
segment is dependent on the success of other customer segment, the business set-up is called 
as ‘Multi-sided Platforms’ or ‘Multi-sided markets’ (Osterwalder & Pigneur, 2010. P. 34). When 
there are only two customer segments are involved, the business set-up is called as ‘Two-sided 
market’.  
4.4.2 Customer Relations 
 
Customer relations are maintained by web / mobile based services such as online chat, call 
support, FAQs, and forums. Users are given choice to register either by their email id or Face-
book and google account. 
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Figure 27 BMC - Customer relationships 
4.4.3 Channels 
 
Social Post, being a software service platform, uses the web or mobile app based services for 
all of the consumer channels. The service aims to learn from its consumers by providing open 
web based forums where the current hot topics can be discussed in an open environment. Social 
network integration is one of the necessary ingredient that no web based platform can escape 
from it. Social networks can facilitate word of mouth promotions, service feedback, and service 
promotions. For important communications like status of the sent item can be done through e-
mails. They can also be used in opt-in promotions. Third party websites and services can be 
used to initially promote the service.  
 
Figure 28 BMC - Communication channels 
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4.4.4 Value Proposition 
 
In social postal service case the value proposition for requester is to send or receive items at 
the cheaper cost and in lesser time than the traditional postal service. Requesters can also send 
or receive items like mobile phones, homemade food items etc. which may not be possible 
using traditional postal service. The travellers gain monitory benefit by carrying requester’s 
item to the destination. The travellers may gain significant monitory benefit if they are willing 
to provide additional service like purchasing the item from the shop, doing gift wrapping etc. 
It is critical for the service that travellers are motivated enough for posting their itinerary which 
attracts paying requesters to post their needs. For example Google search service attracts a 
normal user looking for information. Google provides search value free of cost to them. In 
return, the users are presented with non-intruding advertisements relevant to their search (Os-
terwalder & Pigneur, 2010. P 92). 
 
Figure 29 BMC - Value proposition 
4.4.5 Key Activities 
The main key activities involve designing and developing the service platform. Development 
involves building web and mobile platforms to connect travellers and requesters. The platform 
should be capable of search, data storage, and data delivery. The other key activities are 
searching for the business partners like ticket booking services, who can bring in more travel-
lers.  
 
Other main activity during the initial operation phase is to learn from the users and modify the 
business model as learning advances. 
 
Service promotion through digital channels is last but not least key activity. During the initial 
phase, the service require significant investment to understand and communicate to the mar-
ket. 
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Figure 30 BMC - Key activities 
 
4.4.6 Key Resources 
 
The key resources are the human force behind the development of the service, and promoting 
the service. The service needs people from strong technical background in developing SaaS 
(Software as a service). People with system integration skills, and people who have knowledge 
about the user experience and user interface development both on web clients and on the 
mobile clients. 
 
From operations perspective, the key resource is the number of platform users. Increasing the 
number of users on one side attracts users on the other side in multi-sided platform business. 
In other words, users pay more for access to bigger networks hence margin increases with in-
creasing number of user base. (Eisenmann, Parker, & Alstyne, 2006) 
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Figure 31 BMC - Key resources 
 
4.4.7 Key Partners 
 
The key partners to social postal service are social media, blogging sites, and other user forums, 
which help promoting the service. 
 
Travel agent online services are also key partners of the postal service as they can supply in-
formation about travellers if they opt in to share the information to affiliate networks. In return 
they can get some discounts or prizes during their next booking. 
 
A good infrastructure providers like Amazon Web Service (AWS) is also a key partner. AWS busi-
ness model helps start-ups to keep the cost of service hosting very minimal as only availed 
services need to be paid. 
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Figure 32 BMC - Key partners 
4.4.8 Cost Structure 
 
Most of the initial investment go into the service platform development, infrastructure cost, 
and marketing efforts. Service platform development is high fixed cost involving lot of research 
and development, learning user behaviour, and integration efforts. Infrastructure cost is vari-
able cost and is directly proportional to the service usage. Cost incurred on the marketing 
efforts is a fixed cost but not as high as the cost of platform development. There has to be 
significant promotion efforts so that high fixed cost of the service development can be recov-
ered in an acceptable time frame of 3 – 4 years. 
 
Figure 33 BMC - cost structure 
4.4.9 Revenue Streams 
 
The revenue comes from the requesters. The service keeps a fixed fee from the requester 
before subsidizing travellers cost. Other revenue streams could be from the travel portals which 
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provide additional value to the travellers. For example integration with key ticket booking 
service like expedia.com could add value to the travellers and bring revenue in the form of 
ticket booking commission when a ticket is booked/referenced from the service. 
 
The other tools in the implementation phase are Service Roleplay, Customer Lifecycle Maps, 
Business Model Canvas etc. (Stickdorn & Schneider, 2010 pp 197 - 207). Business Model Canvas 
would be used in the current study for designing business model for social post service. 
 
Figure 34 BMC revenue streams 
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5 Discussion & Further Study 
 
The study shows that social business service concept is feasible as more than 50% of the trav-
elers wanted to earn money by carrying items for others. Number of travelers wanting to carry 
items can potentially increase if users’ concern about safety, customs, and local legislations 
are handled by the service as shown in the service blueprint diagrams (section 4.3). The survey 
responses were mostly from 30 – 40 year old age group. The author believes that people aged 
between 20 and 30 years would be the most favorable group as travelers. For example students 
studying abroad are often in need of money and would like to travel cheap to their home coun-
tries for festivals, visiting family etc. A further study with different age groups preferably stu-
dents belonging to 20 – 30 years age group would be needed to confirm the popularity of the 
concept among people of those age group. A further study with diversified groups (different 
age, occupation, and residency etc.) would also help in creating better personas which in this 
study is limited to small group of people.  
 
Qualitative study results are based on the limited information author’s friends, friends of friend 
and family and hence the study falls under convenience sampling method. Convenience sam-
pling is less demanding in terms of cost, time and effort but comes with a risk of poor quality 
data (Steward Harrison Oppong, 2013). A further user study is recommended using different 
sampling method for concept implementation. Also, few more interviews could help gaining 
more insights and refinement of the concept. The author could not perform many iterations 
due to time limitations. This kind of service can be launched for a smaller group of users (early 
adaptors). It is highly recommended to have concept be prototyped and be tested with the 
early adaptors. Ideas get killed during initial study phase without being prototyped and tested 
with the real users. Ideas from prototyping can be used to further improve the service. 
 
The study was more focused towards travelers’ side as initial findings suggested travelers are 
more important side of customers. For instance analysis of exiting services in social postal ser-
vice domain reveal that if service does not have enough travelers, the service is not able to 
fulfill the very basic postal service quality objective derived from Grönroos quality model, 
which is delivering items in acceptable time frame. A Further study from requesters’ perspec-
tive finding their concerns, emotions, and behaviors would be helpful in developing the concept 
for implementation. 
 
Customs and government regulations emerged out as important factors to attract travelers. In 
the brain storming of stakeholder map analysis these were considered as unimportant. There 
are many regulations in different countries with respect to the sharing economy. For example 
Uber is not allowed in Finland unless drivers have valid taxi license (Metropolitan.fi, 2016). City 
of Berlin imposed restrictions on unregistered property on short term rental on sites such as 
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Airbnb.com (Spiegel.de, 2016).  In Germany there are restrictions how and how much a person 
can bring medicines. This means medicines should be ruled out as item in social postal service 
concept if destination is Germany. A deeper study of customs rules and regulations of popular 
destinations like USA and European Union would be necessary during concept implementation. 
It is highly recommended that the rules and regulations checks should be part of service plat-
form freeing travelers from checking the hard to understand rules by themselves.  Study of 
customs and other legislations were out of scope of this study as it is limited to concept verifi-
cation without going into the implementation details. 
 
Customer Journey Maps and Service Blueprints are generated only for the main user flow due 
to time constraints. For example on-boarding process - how users register and verify their e-
mails, phone numbers etc. - is not discussed. A further study detailing other important parts of 
the customer journey is recommended during concept implementation. 
 
International postal and courier services are the ones to get affected by peer-to-peer delivery 
services. They may respond by lowering their postage fee to the market disruption caused by 
the new service models. The concept needs to be kept evolving over time to face competition 
from the existing players. 
 
Despite many hurdles, especially understanding custom rules and regulations, the results shows 
a positive sign both from travelers and requesters point of view. We learned in the introduction 
section that the parcel market is growing year-on-year due to increase in e-commerce activities 
and larger percentage of people living abroad. The growth in the parcel service provides op-
portunity to try out innovative ideas in the postal service by applying social economy concepts.    
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Appendices   
 
Appendix 1 
 
An example of DHL quote for shipping 4 Kilogram item from India to Germany and it’s compar-
ison with one way cost of travel from New Delhi to Berlin. 
 
 
Source: http://dct.dhl.com/input.jsp?langId=en&originCCId=IN#service_details_3 Accessed on 
12.04.2015 
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Source: http://makemytrip.com Accessed on 10.06.2015 
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Appendix 2 
An example of a leading courier company quote for domestic shipping and its comparison with 
train fair in Air-conditioned coach. 
 
 
Source: https://www.bluedart.com/pricefinder.html Accessed on 10.06.2015 
 
 
 
Source: Indian Railways e-ticketing Website - https://www.irctc.co.in 
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Appendix 3 
 
Stakeholders list evolved during the brainstorming exercise. Stakeholder’s roles, concerns, and 
importance are identified. 
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Appendix 4 
Covering letter as posted on Facebook and other social media sites. 
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Appendix 5 
Survey questions and Results 
 
 
 
 
 85 
  
 
 
 
 
 86 
  
 
 
 
 
 87 
  
 
 
 
 88 
  
 
 
 
 
 
 89 
  
 
 
 
 
 90 
  
 
 
 
14. Please state at least one reason for not carrying items. 
 Hassle of dealing with additional luggage, things packed by others, and most importantly finding 
time to mail the things once I get back 
 It is risky 
 Item and person unknown can pose multiple risks. 
 Unsafe and potential legal hassles, risk not worth taking for small benefit 
 Hassel to meet up and arrange logistics.  Trust issues with strangers 
 past record of sender. unknown or doubtful profile of sender.  very strict laws in the country 
 Insecirity 
 security 
 Can not be sure of the contents / purpose. 
 Managing collection and delivery will require some coordination effort however minimal it is and 
there is the aspect of the authenticity of the carried object. 
 Customs 
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 Airports have strict rules for items that can be carried. If an item is banned in certain country, 
then it could land me in trouble since the airport authorities would consider the item to be mine 
(instead of the sender). 
 If item identity and price is not known, it might create problem in customs 
 Too much hassle and very hard to verify whats in there.. I feel that risk will not worth the money 
earned. 
 No proper verification of items 
 The item should not have counterband items. Verification is must. Better still some corporate 
identity should take responsibility in case of any custom issue. 
 I definitely would not prefer carrying expensive items such as real jewelry. 
 Traveling is always hectic , i want to be free from hassle and anxiety 
 not knowing the item 
 Safety, reliability. 
 Safety and Security Illegal, drugs, banned items 
 It could be something fishy 
 Carrying unknown items can lead to law violation 
 Dangerous items 
 reward is not worth the risk or botheration. 
 When I am traveling, I would prefer to have hassle free travel. I don't want to carry something 
which may cause trouble to me. May be scared of carrying some illegal stuff for some unknown 
person. 
 
15. Any suggestions on the service concept? 
 Validate the sender/receiver before disclosing details 
 Persons willing to carry items should be listed down in the service with the travel details of the 
person. 
 Might good to target frequent travellers 
 Idea is excellent but not many would be willing to take the risk if they do not know the sender 
and the item that they are carrying. (Reason being the strict nature of checking done at airports) 
.  However if you could guarantee the the person carrying the items is not responsible for the 
items carried (for example by having a contract with the airlines), then this could be a great 
concept. 
 Verification of the persons is very important to establish credibility of the service and trust in 
the users. 
 Better to use postal or other transport services. 
 insurance should also be included with some maximum and minimum limits. 
 Transparency 
 is potentially risky... in first look. 
 Think about ensuring that the service is safe. 
 Important that the traveller packs the thins to be carried, clarify who buys the thing to carry, 
this should be frictionless and no liability for people to carry and deliver 
 Nice concept provided the safety of transporter is ensured. 
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 good concept, but item verification is important. 
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23. Country of residence * 
Country Count 
Finland 11 
Germany 7 
India  5 
Luxembourg 1 
Singapore 1 
UK 1 
USA 6 
 
24. City of residence * 
City Count 
Bhathinda 1 
Berlin 7 
Buffalo 1 
Helsinki/Espoo 10 
Hyderabad 2 
London 1 
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Los Angeles 1 
Lucknow 1 
Luxembourg 1 
Pune 1 
San Francisco 2 
San Jose 1 
Singapore 1 
Tampere 1 
Wayne 1 
 
25. Nationality 
Country Count 
UK 1 
Finland 1 
Germany 2 
India 28 
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Appendix 6 
Survey Notes:  
(Names are deliberately kept short to keep anonymity of the respondent.) 
 
Mr. M  
Fast agreement - traveler calls sender. Sender as already posted the requirement with orgini, 
destination, amount, size, and weight. 
 
Traveler buys token to view phone numbers of travelers. 
 
Fake travelers - (ID proof) 
 
Both travelers and senders should have options to control the price and negotiate. But in start-
ing travelers controlling the price is better option. 
 
Valid item. (Should not be bomb) 
 
Item categories needs to be defined (Like food item, medicine, documents). Traveler will gain 
confidence.  
 
Traveler should have more control. - Price, item type, self-bought, open parcel,  
 
Public and private post. In private only journey detail (from, to, date) are visible to non-logged 
in user. 
 
Make two pricing options in the survey itself. No need to have a separate web page. 
 
Mr. S 
 I always want foreign liquor. I am very fond of them but I had to wait until some relative or 
friend is visiting India from abroad. 
I sometimes buy foreign liquor from the gray market when I do not get it for a long time. 
 
Sometimes I miss the opportunity as I did not know or somehow forgotten about the India trip 
of my friend or relative. 
 
I do not travel so much. I do not remember if I have carried items for others. 
 
I would be happy if I get the names of 3 people even strangers who can bring items for me. 
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Mrs. R 
I asked my friend’s mother who was travelling from India to Berlin to bring special Pooja (wor-
ship) items and Hina cones not possible to buy in Germany.  
Money was not the constraint as those items are not at all available. 
 
I had to ask many friends if their relatives are going to visit Germany. 
 
I did bring items for others. When my friends get to know that I am going to visit India, I get 
some requests from them even well in advance. 
 
Once I was in India and I get a message from my friend requesting some items. However, I could 
not bring the items as I did not have time to go to market and buy items. 
 
I usually get upset when I was asked to bring large or heavy items. Sometimes I refuse and 
sometimes I had to carry items (to maintain relations). 
 
When I have too many items required from my home country, I prefer to get them as parcel 
which is slow but I get them eventually. 
 
I sometimes have doubts if the item I am buying on my friend's behalf is the right one or not. I 
usually cannot instantly call my friend due to roaming charges. (I think it may not be econom-
ically viable to call as call charges may be higher than the item cost itself) 
